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CVOICED PIECE, INSERTS AND ORIGINAL INTERVIEW IN TAPE LIBRARY? 


IN APRIL, 1978 THE AMERICAN FILM INDUSTRY IS MARKING THE 
FIFTIETH ANNIVERSARY OF THE "OSCAR" -- THE GOLDEN STATUETTE 
AWARDED EACH YEAR FOR OUTSTANDING ACHIEVEMENT IN THE VARIOUS 
ARTS AND CRAFTS OF FILM MAKING. IN COOPERATION WITH THE 
ACADEMY OF MOTION PICTURE ARTS AND SCIENCES, VOA IS LOOKING 
INTO TRENDS AND DEVELOPMENTS IN MOTION PICTURES IN A SERIES 
OF SPECIAL INTERVIEWS WITH PROMINENT HOLLYWOOD FILM MAKERS. 


TODAY: PUBLICITY -- THE SELLING OF A MOVIE. 


CUT _ONE_-- HOFFMAN 

"THERE'S AN ENORMOUS FIGHT FOR THE LEISURE-TIME DOLLAR IN 
THIS COUNTRY. YOU HAVE MOTION PICTURES, YOU HAVE THEATRE, 
YOU HAVE CONCERTS, YOU HAVE BASEBALL, FOOTBALL. THEY ALL 
FALL INTO LEISURE TIME ACTIVITIES, AND WE ARE IN THAT BATTLE 
WITH ALL THE OTHER PEOPLE TO GET THE LEISURE-TIME DOLLAR." 
TONY HOFFMAN, A PROMOTION EXECUTIVE AT COLUMBIA STUDIOS, 

HAS BEEN IN THIS END OF THE MOTION PICTURE INDUSTRY MORE 
THAN FIFTEEN YEARS. HIS SPECIALTY, WHICH COMES UNDER THE 
GENERAL HEADING OF PUBLICITY, IS ONE OF THE CATEGORIES OF 
MEMBERSHIP IN THE ACADEMY OF MOTION PICTURE ARTS AND SCIENCES 
-- BUT THERE'S NO "OSCAR" FOR PUBLICITY. THAT'S OK WITH 
TONY HOFFMAN. HE SAYS PUBLICITY BELONGS BEHIND THE SCENES. 
NEVERTHELESS, IT'S AN IMPORTANT PART OF THE SUCCESS OF 
MOTION PICTURES -- FOR, AS WE HAVE HEARD IN MANY DIFFERENT 
WAYS IN THIS SERIES OF REPORTS, THE MAIN MEASURE OF 
ACHIEVEMENT FOR A MOTION PICTURE IS THE NUMBER OF PEOPLE IT 
REACHES. IT'S A HARD AND INESCAPABLE FACT THAT AUDIENCES 
ARE ECONOMICALLY IMPORTANT -- AND PRE-SELLING AN AUDIENCE 


IS TONY HOFFMAN'S JOB. 
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"YOU CAN RELATE THE MOTION PICTURE BUSINESS AND WHAT WE DO 

TO SELLING A PRODUCT THAT IS IN A STORE. THE ONLY DIFFERENCE 
BETWEEN THE TWO IS THAT THE PRODUCT IN THE STORE HAS A LONGER 
SHELF LIFE THAN THE PRODUCT THAT GOES INTO THE MOTION PICTURE 
HOUSE." 

SELLING A MOITION PICTURE INVOLVES THREE KINDS OF EFFORT: 
ADVERTISING -- PLACING COMMERCIAL MESSAGES IN PRINT OR 
BROADCASTS, PUBLICITY -- PERSONAL APPEARANCES OF STARS, FOR 
EXAMPLE -- AND PROMOTION. IT'S THIS LATTER FORM OF MARKETING 
THAT HAS BECOME SO DIVERSE AND SOPHISTICATED IN THE MOTION 
PICTURE BUSINESS. THE DAYS OF WILD STUNTS AND MANUFACTURED 
HYPERBOLE, WHICH OFTEN INVOLVED ROMANTIC SENSATIONALISM IN 
THE PRIVATE LIVES OF MOVIE STARS, ARE PRETTY MUCH GONE FROM 
THE AMERICAN SCENE. TODAY, MAKING PEOPLE CONSCIOUS OF A 
MOVIE OFTEN MEANS TYING THE MOVIE SOMEHOW TO EVERY DAY LIFE. 
"THE GREAT GATSBY," FOR EXAMPLE, A FILM TAKEN FROM THE F. 
SCOTT FITZGERALD STORY ABOUT EARLY TWENTIETH CENTURY AMERICA, 
WAS THE OCCASION FOR DEPARTMENT STORES AND CLOTHING 
MANUFACTURERS TO EMPHASIZE CERTAIN FASHIONS AND MATERIALS. 
MILLIONS OF DOLLARS WERE SPENT RELATING DIRECTLY TO THE 

FILM -- WHICH WAS FINE, FROM THE STUDIO MARKETING DEPARTMENT 


POINT OF VIEW, 


TONY HOFFMAN IS CURRENTLY DIRECTING AN AMBITIOUS PROMOTION 
CAMPAIGN FOR A VERY, VERY EXPENSIVE FILM -- A FILM THAT 
REPRESENTS A MAJOR INVESTMENT FOR THE STUDIO AND THAT SOME 
PEOPLE THINK IS JUST TOO EXPENSIVE. “CLOSE ENCOUNTERS OF THE 
THIRD KIND", WHICH DEALS WITH AN ALIEN CIVILIZATION MAKING 
CONTACT WITH EARTH, REPORTEDLY COST COLUMBIA PICTURES MORE 
THAN TWENTY MILLION DOLLARS. 
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TAPE: CUT THREE -- HOFFMAN 


"THE MARKETING APPROACH TO ‘CLOSE ENCOUNTERS' WAS PROBABLY 
ONE OF THE MOST CAREFULLY HANDLED OF ANY THAT I HAVE EVER 
WORKED ON. BECAUSE PRIMARILY OF THE SUBJECT MATTER OF THE 
FILM AND THE SPECIAL EFFECTS WE REALLY KEPT EVERYTHING UNDER 
WRAPS UNTIL WE FELT IT WAS READY TO BE SHOWN. DID NOT 
RELEASE ANY PHOTOGRAPHS OF ANY OF PECIAL EFFECTS TO THIS 
DAY, AND THE FILM HAS NOW OPENED NATIONALLY AROUND THE UNITED 
STATES; WE STILL HAVE NOT RELEASED ANY PHOTOGRAPHS OF THE 
SPECIAL EFFECTS SIMPLY BECAUSE WE DID NOT WANT TO RUIN ANY 
EFFECT FOR THE MOVIE-GOING AUDIENCE, TO SEE ANYTHING OUT OF 
CONTEXT OF THE MOTION PICTURE. UNUSUAL? YES. SENSIBLE? 
ABSOLUTELY. WE KNEW THE KIND OF FILM WE HAD AND THE 

F THIS MOTION PICTURE, BOTH FROM A SUBJECT MATTER 
STANDPOINT AND A CREATIVE STANDPOINT, AND AT THAT POINT WE 
MADE A DECISION TO UNDERTAKE WHAT AT THE POINT IN TIME WAS 

THE LARGEST PRESS JUNKET IN THE HISTORY OF HOLLYWOOD, WHERE 

WE WERE GOING TO HAVE ONE SHOWING IN CALIFORNIA AND BRING 

IN PRESS NOT ONLY FROM THE UNITED STATES BUT FROM MANY FOREIGN 
COUNTRIES..." 


VOICE: PRESS JUNKET. THAT MEANS PAYING A REPORTER'S EXPENSES IN 
THE HOPE THAT HE WILL WRITE A STORY -- PREFERABLY FAVORABLE. 
SOME NEWS ORGANIZATIONS WILL ACCEPT THE INVITATION, BUT PAY 
THEIR MAN'S EXPENSES AS A MATTER OF INTEGRITY. NO 
ORGANIZATION, NO REPORTER, WILL ADMIT TO BEING SEDUCED BY THE 
TREATMENT. ON LIMITED BUDGETS, MOST REPORTERS ARE GLAD OF 
THE OPPORTUNITY OF FREE TRAVEL AND EASY ACCESS TO A SOURCE 
OF INFORMATION. AS IT TURNED OUT, COLUMBIA PICTURES HAD 
TWO PRESS JUNKETS -- ONE IN NEW YORK FOR REPORTERS IN THE 
EASTERN HALF OF THE UNITED STATES, AND ONE IN LOS ANGELES 
FOR THE WESTERN HALF. IN EACH CASE, TWO TO THREE HUNDRED 
WRITERS AND BROADCASTERS WERE FLOWN IN, FIRST CLASS, PUT UP 
AT A LUXURY HOTEL AND GIVEN TICKETS TO A PREVIEW SHOWING OF 
THE FILM. THE NEXT DAY THEY ATTENDED A BREAKFAST NEWS 
CONFERENCE WITH THE PRINCIPAL FILM MAKERS ASSOCIATED WITH 


"CLOSE ENCOUNTERS OF THE THIRD KIND", THEIR PRESS KIT 
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VOICE: INCLUDED WRITTEN BACKGROUND MATERIAL, FEATURE STORIES ABOUT 
CCONT'D) 
THE FILM, AND A CASETTE TAPE RECORDER WITH SIX BLANK TAPES -- 
A SOUVENIR AND AID TO THEIR NOTE-TAKING. AFTER THAT, A 


BUFFET LUNCH. WAS THE EXPENSE JUSTIFIED? 


TAPE: CUT FOUR -- HOFFMAN 


"THE RESULTS HAVE BEEN -- THE ONLY WORD I CAN PUT IS 
PHENOMENAL. STAGGERING. IT REALLY WORKED, BECAUSE WE HAVE 
GOTTEN JUST EXCELLENT STORIES FROM ALL OVER THE COUNTRY, 

FULL PAGE STORIES, AND THIS IS ALL BEFORE THE FILM OPENED. 
THIS IS ALL PRE-PUBLICITY, PEOPLE WRITING STORIES AND RAVING 
ABOUT THE FILM WITHOUT IT BEING THEIR REVIEW. SO IN ESSENCE, 
WHAT THIS PRESS GATHERING DID WAS IT GOT US FOUR OR FIVE 
TIMES AS MUCH SPACE AS WE WOULD HAVE GOTTEN IF WE DID THE 
NORMAL KIND OF SCREENING PROGRAM ON A MOTION PICTURE." 

VOICE: TONY HOFFMAN SAYS IT DIDN'T MATTER WHETHER THE STORIES WERE 
FAVORABLE. THE ADVERTISING CLICHE APPLIED: "WE DON'T CARE 
WHAT YOU SAY ABOUT US, AS LONG AS YOU SAY SOMETHING AND YOU 
SPELL THE NAMES RIGHT."' AS FOR THE IMPORTANCE OF REVIEWS, 
RELATIVE TO NEWS REPORTS OR FEATURE STORIES: CRITICAL REVIEWS 
HE SAYS, DON'T SEEM TO MAKE ALL THAT MUCH DIFFERENCE TO A FILM. 
SOME FILMS HAVE DONE WELL IN SPITE OF UNFAVORABLE REVIEWS, 

AND THE OPPOSITE IS ALSO TRUE: FILMS THAT ARE RECEIVED WELL 
BY THE CRITICS OFTEN FAIL IN POPULAR APPEAL AT THE BOX OFFICE. 
AND HE ADDS THAT PROMOTION OR ADVERTISING CAN ONLY DO SO 

MUCH FOR A FILM; ULTIMATELY IN THE AMERICAN MARKETPLACE, THE 


PRODUCT MUST STAND OR FALL ON ITS OWN MERITS. 


PE: TE -- 


“THE ONLY THING THAT AN ADVERTISING OR PUBLICITY CAMPAIGN 
CAN DO IS TO PIQUE INTEREST AND GET PEOPLE INTO THE 
THEATRE THE FIRST DAY, THE FIRST COUPLE OF DAYS. IF THE 
PRODUCT ISN'T THERE, IF THE PEOPLE COME OUT OF THE THEATER 
AND DON'T LIKE IT AND DON'T TALK ABOUT IT, THE FILM IS NOT 
GOING TO MAKE IT." 


SPECIAL FEATURE NO. 3-1184 PAGE 5 
ACADEMY SPECIAL NO. 10 -- PUBLICITY: TONY HOFFMAN 


TONY HOFFMAN, A PROMOTION EXECUTIVE AT COLUMBIA PICTURES, 
THIS HAS BEEN ANOTHER IN A SERIES OF SPECIAL REPORTS BASED 
ON CONVERSATIONS WITH AMERICAN FILM MAKERS, ON THE OCCASION 
OF THE FIFTIETH ANNIVERSARY OF "OSCAR," THE ANNUAL AWARD OF 


THE ACADEMY OF MOTION PICTURE ARTS AND SCIENCES. 
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